At an institutional level, CSR is defined as a list of normative responsibilities that all corporations have to society (Carroll, 1991) . CSR as a form of institutional communication addresses how corporations "exist at the pleasure of society" (Wartick & Cochran, 1985, p. 759) and addresses the presence of a social contract that is co-constructed between society and the corporation (Mitchell, Agle & Wood, 1997) . Carroll (1991) suggests a pyramid of CSR separates the dimensions that society requires from corporations from those that are simply preferred. Carroll suggests that a corporation's fulfillment of their economic and legal responsibilities is required. In comparison, ethical behavior is expected and philanthropy is desired. Corporations are thought to receive fewer definitive messages from society about their ethical and philanthropic responsibilities (Carroll, 1991) .
The motivation for engaging in CSR at the institutional level is considered within the business citizenship perspective as a fundamental moral and ethical obligation (Deetz, 2007; Werhane, 2007) . Unlike instrumental stakeholder management, in the business citizenship view, corporations consider themselves to be duty-bound and deeply embedded in society. Social welfare is understood in its broadest sense (e.g., basic human rights and justice), as opposed to economic imperatives or initiatives designed to improve profit margins. The language of business citizenship presents CSR as a basic human condition and tends to represent a comprehensive commitment to the global ideals of human rights, labor standards, and the 21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59  60 F o r P e e r R e v i e w CSR communication p. 7 discuss the legitimacy of the corporation's activity, tend to remain constant even as business processes or philanthropic priorities change, and are produced by Fortune 500 companies (e.g., actors with significant resources and authority). Therefore, this study asks: RQ1: How do corporations across economic industries collectively describe their CSR activities?
CSR Within and Differences across Economic Industries
Economic industry provides an important meso-level factor that may shape both actions related to and communication about CSR. Based upon an extensive review of the business case for CSR, Vogel (2005) concludes that broad CSR efforts only make economic sense for a small subset of firms. In particular, corporations that make CSR part of their corporate strategy and business identity or that are targeted by activists reap benefits associated with increased customer loyalty, better employee recruitment and retention, and increased valuation by investors. Rowley and Berman (2000) theorize that industry characteristics that influence the likelihood of firms engaging in CSR include: (a) being closer to consumers in the value-chain (e.g., specialty retailers); (b) business practices that rely on the exploitation of environmental resources (see also Hendry, 2006) ; and (c) heavy industry that has the potential of significant community harm. Hendry (2006) suggests activists typically first select the issue and industry to target before selecting influential firms as particular targets. In combination, these scholars suggest that economic industry may help discriminate between firms more and less likely to engage in CSR.
In addition, firms in the same economic industry may be more likely to engage in similar CSR communication. While stakeholder management theory typically is used to conceptualize the responses of particular organizations to their stakeholders, the theory provides some explanation for which economic industries may be more or less likely to engage in particular 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 (Donaldson & Preston, 1995) , CSR should be motivated by the desire and ability of such activities to increase shareholder value by increasing loyalty, trust, and goodwill among stakeholders. Corporations in the same economic industry share many of the same stakeholders. For example, corporations within the same economic industry often compete for the same consumers. Similarly, policy-makers create regulations for economic industries. 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 Lammers and Barbour (2006) and Phillips and colleagues (2004) that addresses the communicative practices of institutions and the structure of institutional texts. In particular, the selected texts are (a) produced by authoritative actors, (b) are recognizable and usable by other organizations, (c) are highly structured, much like mission statements, and (d) are statements about the corporation's legitimacy.
The CSR rationale statements analyzed in this study ranged in length from one sentence to two printed pages. The CSR rationale statements were located in the "about us," "community," and/or "social responsibility" sections of the corporations' websites. The sample encompassed 11 economic industries, thus allowing for cross-industry analysis to occur. We chose to sample industries, rather than individual companies, in order to assess the degree to which communication patterns may be responsive to common industry stakeholders and the degree to which communication represented common institutional expectations of the corporate form. We chose industries which represented those most likely to be confronted with stakeholder pressure. Following the work of Hendry (2006) we selected firms that had in recent history violated society norms (e.g., tobacco), that were visible to consumers either through brands or the value-chain (e.g., general merchandisers), and that operate in industries under scrutiny by activist groups (e.g., mining-crude oil). The industries included in this study were chemical (n = 9), tobacco (n = 2), commercial banks (n = 13), general merchandisers (n = 8), hotels, casinos, and resorts (n = 3), mining-crude oil (n = 7), motor vehicles and parts (n = 8), petroleum refining (n = 7), specialty retailers (n = 17), telecommunication (n = 9), and utilities 1 (n = 20).
Each website was printed between November 22 and November 29, 2005. A total of 907 lines of single spaced data were collected.
Data Analysis and Interpretation
The two investigators independently manually coded the CSR rationale statements found on the web pages in three phases. In the first phase of analysis, the full set of data was analyzed line-by-line to develop a working schema, and then the categories were modified and refined based on subsequent review (Goetz & LeCompte, 1984) . Color coding was used to identify the words and phrases corporations used to explain their CSR activities. During this phase of analysis, we identified three dimensions that defined CSR from the corporation's perspective.
These were the "who, what, and where of CSR," or the people, practices, and places of CSR activity. These dimensions were determined by both authors' examination of the CSR statements. In the second phase of analysis, the data were reviewed with particular attention paid to how the corporation explained the links among product, profit, and social responsibility.
Sensitizing concepts (van den Hoonaard, 1997) were used in the second phase of coding and included profitability, operations, responsibility, commitment, and Carroll's (1991) pyramid of CSR. In the third phase of analysis, the CSR statements of individual economic industries were analyzed. We followed the same analysis procedures as used in phases one and two. The three phases of coding allowed for the CSR statements to be analyzed at both the institutional and economic industry levels. Negative instances that did not fit within the initial constructs were used to expand, restrict, or adapt the categories. Any differences in coding were resolved through discussion between the authors.
Results
The research questions guiding this study facilitate an understanding of how corporations communicate the scope of their CSR activities. We approached our inquiry at first the institutional level of analysis and second at the economic level of analysis (see Table 1 ). The results of this study suggest that at the institutional level of analysis a corporate consensus exists regarding the scope of CSR. In addition, our results indicate patterns of CSR communication within economic industries. At both levels of analysis, corporations define CSR in relation to people, places, and types of responsibilities (e.g., philanthropic, ethical, legal, and economic).
CSR institutional communication
The first Corporations in this study described their CSR in the form of a creed. A creed is best understood as a statement of values designed to guide action. The phrase "we believe" occurred 32 times in the statements analyzed. For example, "We believe we grow and prosper as a company with the continued support to our communities" (Air Products); "We believe that our employees through Borders Group Foundation" (Borders). Other beneficiaries identified in the CSR statements included "our neighbors" (n = 19), and "people" (n = 19). When specific stakeholders, other than employees, were referenced, the two groups most commonly referred to were customers (n = 16) and children/youth (n = 13). A minority of corporations discussed their commitment to shareholders (n = 6).
Seventy-nine of the corporations limited their CSR responsibilities to the communities in which they "live and work." For example, Radio Shack explained its organization as "enhancing the quality of life in neighborhoods we serve." More directly, Kohl's described its CSR as occurring in "Kohl's communities." Eighteen statements did not mention where CSR activities CSR statements. For example, DuPont's code of ethics "provides information to guide employees so that their business conduct is consistent with the company's ethical standards and to improve the understanding of the company's ethical standards among customers, suppliers, and others outside the company." Only seven CSR statements suggested that ethical CSR practices included listening and responding to stakeholders concerns. Altria was an exemplar of this responsibility: "Our various management teams know that building long-term business success requires them to listen, consider, and respond appropriately to stakeholders' expectations." Interestingly, this finding runs counter to the focus of public relations on two-way symmetrical communication (Cheney & Christensen, 2001 ).
The third set of CSR activities indicated by corporations included their economic responsibilities (n = 29). This set of responsibilities included contributing to economic growth and community development (n = 20) and producing goods or services that are of use to society (n = 9). For example, Capital One stated, "We apply the same principles of innovation, collaboration, and empowerment to our work in the community that we do in our business." Twenty-seven corporations explicitly linked their economic well-being to community enhancement. For example, Newmont Mining Corporation explained, "We are committed to helping our communities benefit from the success of our business." Similarly, Verizon stated, Being responsible members of our communities makes us better at what we do. As we succeed, we will produce not only a good return for our shareowners and a good living for our employees, but also something of lasting value for society. PNC, a commercial bank, summarized "Put simply, we succeed only if our communities succeed, and our communities succeed only if their corporate citizens contribute to their strength."
Only two companies explicitly communicated legal responsibilities as part of their CSR practices. Exxon Mobil stated that its responsibility included obeying "all applicable laws and regulations," while Key Span is committed "to design, construct, operate and maintain its facilities in compliance with applicable environmental laws and regulations." This was surprising given the plethora of regulations required of many corporations included in this study. 
Economic industry CSR communication
The second and third research questions sought to understand CSR communication at the economic industry level of analysis. At this meso-level of analysis, the people and places identified in CSR statements within economic industries were compared to the findings at the institutional level of analysis. At the institutional and industry level of analysis corporations predominately indicated employees as the primary beneficiaries of CSR. General merchandisers, however, was the only industry to identify consumers as benefitting more than employees from CSR initiatives. Further, only companies within the utilities industry and the commercial banking industry identified minority groups. Twenty-five percent (n = 5) of the utilities, gas and electric industry corporations identified minorities, special needs customers, and families in financial crisis. In contrast, companies within the commercial banking industry identified individuals with limited financial resources (n = 3) as beneficiaries of CSR. Customers and children were featured more prominently within the general merchandiser (n = 4; n = 1 respectively), specialty retailers (n = 5; n = 4), and utilities industries than in other industries (n = 4; n = 2). In contrast, the chemical industry identified neighbors (n = 4) and the tobacco industry discussed CSR as only benefitting shareholders (n = 1).
Only six statements identified specific locations in which CSR activities occur. Of these six statements, five occurred in the utilities industry. For example, Pepco Holdings Incorporated, a utilities company, limited its CSR to "the communities we serve, which include portions of Delaware, Maryland, New Jersey, Virginia, and all of the District of Columbia." Similarly, Dominion's CSR is "directed primarily to the states where it provides electricity and natural gas: Virginia, Pennsylvania, Ohio, North Carolina, and West Virginia."
Our analysis of communicated CSR practices suggests that corporations within the same economic industry favor similar CSR initiatives. The two most commonly identified social issues were the environment (n = 32) and education (n = 27). The environment was communicated by industries whose operations are directly linked to environmental concerns (e.g., chemical, mining and crude oil production, petroleum refining and utilities, gas and electric industries). For example, "Visteon Corporation is committed to community citizenship through making contributions that improve the environment." Conversely, education was primarily featured in the commercial banking, general merchandisers, and specialty retailers. For example, Best Buy stresses its commitment to fund "innovative programs that make learning fun for kids." Only the hotels, resorts, and casinos industry did not mention the environment or education in its CSR.
Across industry differences.
Corporations within the chemical, mining and crude oil production, petroleum refining, and utilities industries identified practices associated with three of the four (philanthropy, ethical, and economic) levels of Carroll's (1991) pyramid of corporate social responsibility. Within the chemical industry, corporations communicated their commitment to philanthropy through employee volunteerism (n = 9) and to their ethical (n = 9) and economic (n = 5) responsibilities. Among corporations in the mining and crude oil production and the petroleum refining industries, CSR practices were primarily explained as ethical responsibilities to care for the environment (n = 8) and safety and health of workers (n = 6). In contrast, corporations in these industries only mentioned philanthropic responsibilities sparingly (n = 4). The utilities industry communicated CSR as respecting the environment (n = 12), an ethical responsibility, and providing a safe and reliable product (n = 9), an economic responsibility. In addition, corporations within the utilities industry promoted their commitment to philanthropy (n = 16). Northeast Utilities demonstrated philanthropic responsibility by "making financial and in-kind contributions and encouraging employee volunteerism."
In contrast, corporations closer to the consumer in the value-chain (e.g., in the commercial banking, general merchandising, hotels, casinos, and resorts, specialty retailing, and telecommunication industries) limited their CSR communication to philanthropic responsibilities. Within these industries, financial support of education (n = 17) was the most commonly communicated CSR practice. In addition, 13 of the companies in these industries identified philanthropic giving programs (e.g., Toys R Us Children's Fund, Comcast Foundation). The commercial banking and the hotels, casinos, and resorts industries also included ethical responsibilities in their CSR communication. Commercial banking addressed ethical responsibilities such as sustainability and business practices (n = 6), whereas hotels, casinos, and resorts (n = 2) addressed core principles for interacting with guests, community, and employees.
Discussion
The purpose of this study was to conduct a macro and meso-level analysis of how corporations collectively define the scope of CSR. Such a move represents the first CSR analysis at multiple levels, thus allowing for the patterns of CSR communication to be explored. The results of this study provide insight in the corporate-imposed boundaries on the scope of their social responsibility en masse and the unique communicative practice of CSR in some economic industries.
The boundaries created by CSR communication
The results of this study suggest that CSR communication embraces strategic ambiguity at both the institutional and economic-industry level of analysis. Strategic ambiguity "preserves future options" (Eisenberg, 2007, p. 14) for organizing and allows a corporation the "freedom to alter operations that become maladaptive over time" (p. 11). Corporations in this study did not provide evidence of CSR (e.g., amount of money contributed, number of people served); rather they framed their CSR in corporate creeds and responsibilities that served to limit the role of business in society. One indicator of institutional communication found in this study is the prevalence of the credo form. This form was present in over a third of the CSR rationale (Philips et. al, 2004) , thereby demonstrating its worth. Further, the corporate creeds advance the transcendent "we." As such, "we believe" serves as an "an appeal to identification between parties who may have little in common" (Cheney, 1983, p. 149) , thus allowing for multiple interpretations of the same message (Eisenberg, 2007, p. 8) .
When communicating the practices, people, and places of CSR, corporations relied on ambiguous language to present abstract values that can foster agreement (Eisenberg, 2007) . For example, corporations communicated general support of environmental stewardship void of any specific program initiatives or results. Such a move allows for multiple interpretations to exist.
When discussing the beneficiaries and locations of CSR, corporations in this study preferenced generic, broad categories of "people" and places (e.g., communities "where we live and work").
For example, "General Motors plays an important role in the lives of countless people." The strategically ambiguous language allows any distinctions (e.g. part-time vs. full-time employees; headquarters vs. remote plant sites) that are likely to exist between the people and places benefitting from CSR to be obscured.
Responsibility preferences
Collectively, corporations in this study preferred to communicate CSR as encompassing philanthropic and ethical responsibilities. Such a move suggests corporations prefer to frame CSR as voluntary. Rather than a set of expectations placed upon the corporations by society, the corporations in this study communicated CSR as being initiated by the corporation based on benevolence and paternalism. For example, corporations identified worker health and safety as being an ethical responsibility rather than a legal responsibility. This was surprising since worker 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 In CSR statements, institutional discourse departed significantly from Carroll's (1991) pyramid of CSR. Industries focused less on the required dimensions of CSR, their economic and legal responsibilities, and more on the expected ethical and preferred philanthropic activities.
This conceptualization of CSR more closely resembles the definitions presented by stakeholder groups, like active moms (O'Connor, Shumate, & Meister, 2008) . In O'Connor and colleagues' study, active moms suggested that CSR was defined as "doing the right thing" when it was not required, or fulfilling an ethical responsibility. Philanthropy was considered "icing on the cake," but was not a substitute for ethical behavior. Thus, while both active moms and some industrylevel CSR communication emphasize the ethical responsibilities, institution-level CSR communication places a greater emphasis on philanthropy.
Welfare capitalism
The business citizenship view suggests that ethical and discretionary aspects of CSR are related to a social contract between society as a whole and corporations because of their draw upon societal resources (Deetz, 2007; Werhane, 2007) . Surprisingly, the results of this research at the institutional-level do not embrace the business citizenship perspective. The CSR rationale statements in this study limit the scope of CSR to people, places, and practices directly tied to corporate endeavors, as opposed to society as a whole. As such, at the institutional-level, CSR rationale statements suggest a more limited role for corporations than the business citizenship perspective. In the current research, over half of the corporations suggest that their responsibility was limited to their local communities. Additionally, employees were the most commonly 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59  60   F  o  r  P  e  e  r  R  e  v  i  e  w 21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 expenditures related to welfare capitalism never surpassed two percent of the total wage bill (Gitelman, 1992) . Similarly, while the websites may have replaced glossy corporate magazines of the 1920s, scholars should be cautious in interpreting CSR communication as equivalent to increased CSR expenditures or activities (see Vogel, 2005) . Second, scholars have suggested one of the reasons for the increased communication of welfare capitalism, especially concerning benefits to workers in the 1920s, was to undermine organized labor (Goldberg, 1999) . Similarly, rationale statements suggesting employees as beneficiaries of CSR may have additional goals beyond fulfilling the ethical and discretionary responsibilities (Carroll, 1991) of the corporation.
Finally, adherence to the welfare capitalism view of CSR suggests that corporations have a responsibility only to communities that support their business operations. Corporations suggest that CSR is not a social contract that extends past the economic usefulness of a community, thus establishing a "quid pro quo" relationship. The "our communities" language suggests that only those communities that are hospitable to corporate activities are eligible for CSR efforts. Those communities whose tax structures or labor policies are less favorable for corporations may find themselves outside the scope of CSR activities. Further, rural and inner city communities, referred to by poverty activists as the "abandoned places of the empire," are unlikely to be supported by a corporate social safety net.
Economic industry preferences
Institutional CSR communication provides a macro-level background upon which mesolevel differences based upon economic industry can be contrasted. Drawing from previous CSR research, we proposed that there would be differences across and similarities within economic 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 CSR communication p. 24 specialty retailers, and the telecommunication industries) were more likely to define CSR in terms of philanthropy and focus on education.
The similarity of communicative practice gives credence to the notion that corporations with the same industry and corporations in a similar value-chain position mimic each other's CSR communication. The results challenge the idea that CSR allows corporations to achieve a competitive advantage through distinguishing themselves from others (Porter & Kramer, 2006) .
Rather, the results of our study suggest that within economic industries, CSR communication may be used to make a corporation indistinguishable from its peers, thereby reducing the likelihood of being uniquely targeted by activists.
Limitations and Directions for Research
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